Since responsible tourism (RT) emerged as a critical issue in the tourism literature in the early 2000s, the challenge has been how to encourage consumers to practice RT. In this context, the goal of this study is to examine effective ways to promote individuals' RT behavior using message framing and appeals. The present study used campaign advertisements as a stimulus and employed a 2 × 2 factorial design ((message framing: gain framing vs. loss faming) × (appeal: rational appeal vs. emotional appeal)) in the experiment. In addition, the study investigated the moderating impact of involvement on people's attitude towards advertising and intention to participate in RT. Independent-sample t-tests and a two-way analysis of variance were used to verify the hypotheses. The results of the study revealed that gain-framed messages had a greater influence on individuals' attitude towards the advertisement and their intention to participate in RT than loss-framed messages in the low-involvement group. Furthermore, rational and emotional appeals had a greater influence on people's attitude towards the advertisement in the high-and low-involvement groups, respectively.
Introduction
In the late 1980s, alternative tourism appeared with a movement towards sustainable development in contrast to the typical tourism at the time, known as mass tourism [1] . Since then, many researchers and practitioners have widely studied and promoted sustainable tourism development with a focus on ecotourism, responsible tourism (RT), and rural tourism [2, 3] . RT refers to individuals' social and environmental concerns about tourist destinations [4] . In other words, RT aims to seek ways to conserve local residents' lives and culture and benefit them socially while minimizing negative impacts on tourism resources in tourist destinations [3] .
Although RT is not a well-known concept in South Korea, people's awareness of it has been gradually increasing as the global trend in the tourism industry shifts towards value-oriented tourism, which focuses on nature and people [5] . With this movement, tourism-related businesses have also contributed to promoting RT by spreading awareness of its concept and importance and, ultimately, persuading others to practice it [6] .
Practitioners and academics have studied RT from various perspectives, including travelers' motivation for RT [4, 7] , the impact of environmental knowledge or travel experience on RT [7, 8] , constraining factors of RT development [9] , and cross-cultural differences in RT behavior [10] . Recent studies have mainly focused on examining travelers' motivations for RT and its impacts on host Since RT emerged in the tourism industry as a niche market, it has been the subject of meaningful debate among many researchers and practitioners [22] . RT has been viewed from the diverse perspectives of local residents, travelers, and practitioners, and many different issues have been discussed, including providing a better life to local residents, pursuing socio-economic benefits and conserving natural resources [12, 22, 23] . Based on these discussions, Goodwin and Francis [23] proposed RT guidelines: companies, customers, and local suppliers are required to recognize their responsibilities to "(1) protect the environment, (2) respect local people, (3) benefit local communities, (4) conserve natural resources, and (5) minimize pollution." With this understanding of the concept of RT, RT behavior can largely be explained in two respects. From the environmentally friendly behavior perspective, RT behavior is defined as action that reflects one's concern for protecting natural environmental resources [7] . In terms of ethical issues, individuals who are sensitive to ethical travel issues concerning local residents and communities in tourist destinations are likely to support and practice RT behavior [7] .
To identify critical factors that affect people's RT behavior, many researchers have focused on travelers' motivations [5, 10, 12] . Mody, Day, Sydnor, Jaffe and Lehto [12] segmented travelers into three different groups-responsible travelers, novelty seekers, and socializers-depending on their degree of responsibility-oriented motivations and generic travel motivation. On the basis of the analysis, the study suggested that travel operators need to attract their target customers using different marketing messages; for example, messages highlighting the uniqueness of RT experiences would be more effective in attracting novelty seekers than other groups. In addition to travelers' motivation, culture and the environment are regarded as significant dimensions that influence travelers' attitudes towards tourism and their intention to visit [5] . Kang and Moscardo [5] showed that there are significant differences in attitudes towards RT behavior depending on travelers' national culture, including Australia, the UK, and Korea.
Some researchers have focused on RT from the perspective of business operators [9, 22, 24, 25] . Carasuk, Becken and Hughey [3] explored the factors that make business operators facilitate RT or shift towards RT practices. Although many business operators have shown an intention to act on RT, Frey and George [24] noted that there are still limits to expanding RT due to major constraints, such as a lack of government support and the perceived costs of implementing RT. In addition, Camilleri [25] stated that digital media plays a critical role in allowing hotel owners and managers to engage in various social activities and ultimately contributes to enhancing hotels' reputation and recognition. Likewise, most previous studies have shown that business operators are aware of the importance of RT and continue to find effective ways to expand RT in the tourism industry. However, few studies have suggested managerial alternatives. Thus, the current study intends to seek ways to promote RT by utilizing strategic communication tools.
Message Framing
Message framing is defined as a communication tool that includes words, images, and sentences with the aim of delivering information on specific issues or events [26] . As a persuasive communication strategy, its purpose is to stimulate consumer behavior according to the type of message framing used [13] .
Message framing is based on the "prospect theory" established by Tversky and Kahneman [27] , which assumes that in uncertain situations, people tend to evaluate information in terms of expected benefits and losses. Therefore, people's decisions are influenced by the type of message framing (gain vs. loss) that expresses the information [27] . Gain message framing emphasizes the positive aspects and benefits of following the target behaviors presented in an advertisement. In contrast, loss message framing emphasizes the negative aspects and losses incurred when people do not follow the target behaviors [28] .
Several previous studies on the effects of message framing suggest that loss message framing is more effective than gain framing [29] [30] [31] . Meyerowitz and Chaiken [30] examined the effect of the framing of messages regarding breast self-examination. The result showed that a loss-framed message ("By not doing breast self-examination (BSE), the chance of finding a tumor in the early stages will be reduced") was more persuasive than a gain-framed message ("By doing BSE, the chance of finding a tumor in the early stages will increase") [30] . However, other studies show that gain message framing is more effective than loss framing [32] [33] [34] . According to a study by Chang [33] on dental product advertisements, a positively framed message highlighting the benefits of the periodic use of disclosing gum before brushing was more effective than a negatively framed message emphasizing the losses incurred by not using a disclosing gum.
Message framing has been applied in public campaign advertisements for health care and environmental issues [14, 15, 28] . Loroz [35] analyzed the main effects of message framing with respect to advertisements promoting recycling. According to the result, people exposed to positively framed messages developed a more favorable attitude towards recycling than those exposed to negatively framed messages. In the study by Millar and Millar [34] on the promotion of safe driving behaviors, gain messages were revealed to be more persuasive than loss messages.
In the field of tourism research, Kim and Kim [36] studied how message framing and source credibility influence green messages based on four different types of advertisements. The results showed that positively framed messages from a credible source incited a more favorable attitude towards the messages and environmentally friendly activities than other types of advertisements. When source credibility is not considered, positively framed messages are more effective than negatively framed messages. Decrop [21] examined the impact of the message format on the effectiveness of printed advertisements for tourism destinations. The results of the study showed that in printed advertisements for tourism destinations, text is the most crucial factor that attracts consumers compared with other components, such as pictures, logos, and headlines.
Hence, based on relevant previous studies, this study proposes the following hypotheses:
H1. Exposure to gain-framed rather than loss-framed messages positively affects respondents' attitude towards an advertisement.
H2. Exposure to gain-framed rather than loss-framed messages positively affects respondents' intention to participate in RT.
Message Appeal
Message appeal is a communication strategy in which an advertisement uses linguistic and visual elements to appeal to the public and effectively convey information on a product or service [37] . Appeal can determine the success or failure of delivering a specific message, motivate consumers to remember the message, and eventually accept it [18] .
Among the different types of message appeal, rational and emotional appeals are used primarily in communication and advertising studies [18] . Rational or informational appeals aim to convey objective and logical information on certain products or services in advertisements, whereas emotional appeals tend to cover relatively subjective information by stimulating people's experiential and emotional feelings, including humor, sadness, pleasure, trust, fear, and sympathy [19, 38, 39] .
There are few studies on the subject of message appeals in the tourism field. In the field of leisure science, Zinn and Manfredo [40] studied the effects of rational and emotional appeals in the context of a trapping ban proposal. They hypothesized that "emotional appeal would be more memorable and more persuasive than rational appeal" [40] . The results showed that both appeals were equally persuasive, even though emotional appeal was more likely to be recalled easily. A study by Liu and Stout [41] discussed the effects of message modality (audiovisual vs. audio only) and advertising appeal (rational vs. emotional) on participants' response to a coffee commercial. Their study revealed that audiovisual advertisements with emotional appeal received the most favorable response. However, when message modality was not considered, advertisements with rational appeal were more effective in eliciting a favorable response from the participants. The contrasting results of previous studies make it difficult to reach a conclusion regarding the type of appeal that is more effective or persuasive. In addition, previous studies reveal that depending on the advertisement, the effect of message appeals varies.
Considering the types of advertisements, further research has been conducted on advertising appeals. Sciulli and Bebko [19] examined approximately 500 print advertisements using content analysis and subsequently classified them into two different types: social-cause versus profit-oriented advertisements. The main finding was that social advertisements cause more emotional cues, including fear, anger, and surprise, and therefore induce more emotional appeal than profit-oriented advertisements. In contrast, profit-oriented advertisements tend to convey informational content, such as price, quality, and performance, rather than subjective information. Consequently, it is assumed that advertisements that promote RT are social-cause rather than profit-oriented advertisements. Hence, emotional appeal, which is used mostly in social-cause advertisements, is more effective than rational appeal for RT advertisements.
Therefore, this study proposes a second hypothesis based on the results of previous studies:
H3. Exposure to emotional rather than rational appeals positively affects respondents' attitude towards an advertisement.
H4.
Exposure to emotional rather than rational appeals positively affects respondents' intention to participate in RT.
Involvement
The concept of involvement was first introduced by Krugman [42] in the field of consumer behavior. His study revealed that based on their intrinsic characteristics, consumers tend to react differently to the same advertisement. Furthermore, consumers who have a high degree of involvement with the messages presented in an advertisement tend to be more critical of what the advertisement presents to them. Krugman [42] suggested that consumers evaluate an advertisement based on the relevance of the messages or the issues it presents. Consistent with Krugman's study, Zaichkowsky [43] proposed that, depending on the degree of involvement, consumers exposed to an advertisement react aggressively or passively to the advertised product and tend to extend or restrict the communication process themselves. Based on this theory, Zaichkowsky [44] subsequently developed a 10-item scale called the Revised Personal Involvement Inventory (RPII) to measure a consumer's involvement with an advertisement.
In the social sciences field, involvement has been used extensively as a moderating or an intervening variable. Additionally, many studies on message framing have investigated framing effectiveness using involvement as a moderating variable to clearly verify the effects of framing on people's attitude towards advertisements [45] [46] [47] [48] . Dardis and Shen [45] examined the effects of message framing based on the type of evidence (informational vs. exemplar) in advertising and product involvement. The results showed that loss-framed messages with informational evidence were persuasive in a high-involvement group but had no significant effect on a low-involvement group. Maheswaran and Meyers-Levy [49] verified the interaction effect between message framing and involvement for a blood cholesterol test. They found that loss-framed messages (i.e., "You fail to find out your current cholesterol level by not taking this diagnostic test") were effective in a high-involvement situation, whereas gain-framed messages (i.e., "You can find out your current cholesterol level by taking this diagnostic blood test") encouraged people in the low-involvement group to have a desirable attitude towards the test [49] . Regarding cause-related marketing campaigns, when participants were exposed to campaign advertisements that presented positively framed messages, those who were more involved in the cause were more likely to have favorable attitudes towards the campaign than those who were less involved [46] . Therefore, based on previous studies, this study proposes a third hypothesis considering respondents' involvement in RT:
H5. Loss-framed messages will have a greater influence on respondents' attitudes towards an advertisement in a high-involvement group.
H6. Loss-framed messages will have a greater influence on respondents' intention to participate in RT in a high-involvement group.
H7. Gain-framed messages will have a greater influence on respondents' attitudes towards an advertisement in a low-involvement group.
H8. Gain-framed messages will have a greater influence on respondents' intention to participate in RT in a low-involvement group.
In studies examining the influential relationship between message appeal and effectiveness, involvement has been used as a moderating variable. For instance, Geuens et al. [50] demonstrated that emotional appeal was more persuasive than rational appeal for a low-involvement product, but no significant difference was recorded for a high-involvement product. Wu and Wang [20] verified the interaction effect between message appeal (rational vs. emotional) and product involvement regarding online word-of-mouth marketing. The results showed that a rational appeal created a more favorable brand attitude than an emotional appeal given a high degree of product involvement.
The consistent results of previous studies demonstrating that advertising with emotional appeals is more effective in a low-involvement group can be explained by the elaboration likelihood model (ELM) by Petty et al. [51] . According to ELM, in certain situations, a high-involvement group tends to process information more logically and comprehensively through "central" issue involvement cues than a low-involvement group, which manages information processing through "peripheral" cues or emotional stimuli.
Accordingly, this study postulates a fourth hypothesis based on the ELM:
H9. Rational appeals have a greater influence on respondents' attitudes towards an advertisement in a high-involvement group.
H10. Rational appeals have a greater influence on respondents' intention to participate in RT in a high-involvement group.
H11. Emotional appeals have a greater influence on respondents' attitudes towards an advertisement in a low-involvement group.
H12
. Emotional appeals have a greater influence on respondents' intention to participate in RT in a low-involvement group.
Materials and Methods

Experimental Design and Stimulus
The present study employed a 2 × 2 factorial design (message frame (gain vs. loss) × appeal (rational vs. emotional)). The authors manipulated message framing and appeals and subsequently measured the participants' involvement in RT. Moreover, advertising effectiveness, including the participants' attitude towards the advertisement and their intention to participate in RT, was measured as a dependent variable.
In this study, printed advertisements on RT were used as the stimuli. Four different types of advertisements were created and manipulated based on message framing and message appeal. To distinguish between the advertisements, the contents of each advertisement were organized differently but had the same structure, including font style and size and text location. Specifically, the advertisement for < gain frame × rational appeal > used the message, "With your small actions for RT, tourist attractions can be conserved", whereas the advertisement for < loss frame × rational appeal > used the message, "Without your small actions for RT, tourist attractions cannot be conserved".
The messages in emotional advertisements tend to be slightly abstract rather than realistic, in contrast to those in rational advertisements. The advertisement for < gain frame × emotional appeal > contained the message, "Your consideration will bring hope for travel". In contrast, the advertisement for < loss frame × emotional appeal > contained the message, "Your selfishness will bring disaster for travel".
In addition, detailed information on the actual conditions of tourist destinations was added to the bottom of the advertisements emphasizing rational appeal: "(1) The average amount of garbage per day is 3.5 kg; (2) the average water consumption per hotel room is 1.5 tons; and (3) more than 70 percent of the travel expenses of tourists go to franchise hotels, restaurants, and large travel agencies, not to the local communities". In contrast, the advertisement emphasizing emotional appeal included the following sentence at the bottom: "Many tourist attractions are sick, beset by tourists' unconcern and selfishness".
Procedures
First, a preliminary survey targeting 140 college students was conducted to judge whether an advertisement was manipulated properly. Participants were randomly assigned one of four different advertisements in a 2 (message frame: gain vs. loss) × 2 (advertising appeal: rational vs. emotional) between-subjects factorial design. After the questionnaires were distributed, the participants first answered the questions on involvement in RT. Subsequently, they were allowed sufficient time to observe the advertising before answering questions on advertising effects, including their attitude towards the advertisement and their intention to participate in RT.
An independent-sample t-test of the results of the pretest indicated that mean differences in both message framing (gain: t = 9.85, p < 0.01; loss: t = −17.62, p < 0.01) and advertising appeal (rational: t = 8.10, p < 0.01; emotional: t = −7.90, p < 0.01) were statistically significant. This test verified that message framing and advertising appeal were manipulated appropriately. Using the above advertisements and questionnaires, a final survey was conducted on 440 college students in the same manner as in the preliminary survey using convenience sampling to secure a large group of respondents.
Measures
Moderating Variable: Involvement
To measure their involvement in RT, participants were required to show their level of agreement (1 = disagree to 7 = agree) based on a semantic differential scale consisting of 10 statements (i.e., interesting-not interesting, important-not important, and meaningful-not meaningful) from the RPII of Zaichkowsky [45] . The results showed that all items of involvement had a high degree of internal consistency (Cronbach's alpha = 0.92). Participants were divided into high-and low-involvement groups on the basis of a median split.
Dependent Variable: Advertising Effectiveness
In the assessment of advertising effectiveness, attitude towards the advertisement and the intention to participate in RT were used as dependent variables. Attitude towards the advertisement was measured using three seven-point Likert-type statements based on the scale of MacKenzie and Lutz [52] and Shimp [53] . The statements included, "This advertising is persuasive", "I like this advertising", and "This advertising is interesting". Regarding the attitude towards the advertisement and the intention to participate in RT, participants were required to answer three seven-point Likert-type statements based on the scale proposed by Choi [54] . The statements included, "I plan to participate in responsible tourism in the future", "I will try to participate in responsible tourism", and "I am willing to participate in responsible tourism".
Methodology
To verify the effects of advertising, this study used an independent-sample t-test based on message framing and message appeal. In addition, a two-way analysis of variance (ANOVA) was implemented to investigate the impact of participants' involvement in RT on the advertising effects with respect to message framing and message appeal.
Results
Each measurement item, including involvement, attitude towards the advertisement, and intention to participate in RT, had internal consistency; all values of Cronbach's alpha were higher than 0.7. To verify the validity of the items, principal component analysis with varimax rotation was conducted. The results revealed that the measurement items used in this study had a high level of validity: the factor loadings for each item ranged between 0.46 and 0.92.
A t-test was conducted to assess the impact of message framing types (gain vs. loss) on the participants' attitude towards the advertisement and intention to participate in RT. Table 1 indicates that the main effects of message framing were significant; both the attitude towards the advertisement and intention to participate in RT were higher in gain framing (AA = 4.62, IP = 4.96) than in loss framing (AA = 4.11, IP = 4.53; t: AA = 4.51, IP = 4.16, p < 0.001). In other words, the results showed that gain-framed messages had a more positive influence on the participants' attitude towards the advertisement and intention to participate in RT than loss-framed messages. This finding supports hypotheses 1 and 2. Furthermore, the study found that advertising effectiveness differed significantly depending on the type of message appeal (rational vs. emotional). As shown in Table 2 , the rational appeal (AA = 4.62, IP = 5.04) resulted in a more favorable attitude towards the advertisement and intention to participate in RT than the emotional appeal (AA= 4.06, IP = 4.42; t: AA = 4.99, IP = 5.86, p < 0.01). These results rejected hypotheses 3 and 4, which stated that participants' attitude towards the advertisement and intention to participate in RT would be higher when the participants were exposed to an emotional rather than a rational appeal. To explain more specifically how message framing and message appeal influence people's attitude towards an advertisement and intention to participate in RT, the authors used involvement as a mediating variable. First, a two-way ANOVA was conducted, according to which the interaction effect of message framing and involvement (message framing × involvement) on attitude towards the advertisement, F (1,386) = 6.51, p < 0.01, and intention to participate in RT, F (1,386) = 15.45, p < 0.001, was significant (see Table 3 ). Because the interaction effect was significant, the authors conducted a follow-up test comprising an analysis of the simple main effect of message framing and involvement. In general, this test is performed to show the effectiveness of one factor for each level of another factor separately when the interaction effect between the two factors is statistically verified using a two-way ANOVA [55] . In Table 4 , the results indicate that there was a significant difference between low involvement and message framing in both attitude towards the advertisement (F (1,195) = 42.83; p < 0.001) and intention to participate in RT (F (1,195) = 59.31; p < 0.001). Specifically, in the low-involvement group, participants who were exposed to gain-framed messages (MATA = 4.54, MBI = 4.87) scored higher than those exposed to loss-framed messages (MATA = 3.73, MBI = 3.97) in terms of their attitude towards the advertisement and intention to participate in RT (see Table 5 and Figure 1 ). However, for the participants in the high-involvement group, no significant difference was observed between gain-and loss-framed messages with respect to both the attitude towards the advertisement and the intention to participate in RT (see Table 4 ). Hence, the results supported hypotheses 7 and 8 while rejecting hypotheses 5 and 6. Specifically, in the low-involvement group, participants who were exposed to gain-framed messages (MATA = 4.54, MBI = 4.87) scored higher than those exposed to loss-framed messages (MATA = 3.73, MBI = 3.97) in terms of their attitude towards the advertisement and intention to participate in RT (see Table 5 and Figure 1 ). However, for the participants in the high-involvement group, no significant difference was observed between gain-and loss-framed messages with respect to both the attitude towards the advertisement and the intention to participate in RT (see Table 4 ). Hence, the results supported hypotheses 7 and 8 while rejecting hypotheses 5 and 6. Furthermore, the interaction effects of message appeal and involvement (advertising appeal × involvement) on the attitude towards the advertisement (F (1,386) = 78.52; p < 0.001) and intention to participate in RT (F (1,386) = 56.66; p < 0.001) were significant (see Table 6 ). Furthermore, the interaction effects of message appeal and involvement (advertising appeal × involvement) on the attitude towards the advertisement (F (1,386) = 78.52; p < 0.001) and intention to participate in RT (F (1,386) = 56.66; p < 0.001) were significant (see Table 6 ). The result of the analysis of the simple main effect indicated that in the low-involvement group, participants exposed to an emotional appeal (M = 4.33) had a more favorable attitude towards the advertisement than those exposed to a rational appeal (M = 4.01; F (1,195) = 5.21, p < 0.05). In the high-involvement group, rational appeal advertising (M = 5.29) was found to be more effective than advertising using an emotional appeal (M = 3.81; F (1,191) = 98.79, p < 0.001) (see Table 7 , Table 8 , and Figure 2 ). Thus, both hypotheses 9 and 11 were supported. The result of the analysis of the simple main effect indicated that in the low-involvement group, participants exposed to an emotional appeal (M = 4.33) had a more favorable attitude towards the advertisement than those exposed to a rational appeal (M = 4.01; F (1,195) = 5.21, p < 0.05). In the highinvolvement group, rational appeal advertising (M = 5.29) was found to be more effective than advertising using an emotional appeal (M = 3.81; F (1,191) = 98.79, p < 0.001) (see Table 7 , Table 8 , and Figure 2 ). Thus, both hypotheses 9 and 11 were supported. These results support the ELM developed by Petty, Cacioppo and Goldman [51] and are consistent with the findings of Putrevu [56] and Wu and Wang [20] . However, in terms of behavioral intention, a significant interaction effect was observed between advertising appeal and involvement in the high-involvement group only (F (1,191) = 101.11, p < 0.001) (see Table 7 ). In this group, rational appeal advertising (M = 5.74) was found to be more effective in triggering intention to participate in RT than emotional appeal advertising (M = 4.37) (see Table 8 and Figure 2) . Consequently, the results supported hypothesis 10 but rejected hypothesis 12.
Discussion
This study offers findings regarding the significant impact of the use of message framing (gain vs. loss) and message appeal (rational vs. emotional) in advertising campaigns on RT and the attitude towards an advertisement and behavioral intention of the participants. First, it theoretically clarifies that the persuasiveness of messages, which affects consumers' attitude towards an advertisement and their behavioral intention, can change depending on how the messages are framed. This result is consistent with the findings of previous studies (e.g., [35, 36] ), which found that gain-framed messages have more positive effects on both the attitude towards an advertisement and behavioral intention than loss-framed messages. From a business perspective, it is helpful to encourage people to practice RT by displaying advertisements with favorable messages. These messages may convey the benefits, including healing or hope, that people can obtain by participating in RT.
Regarding message appeal, the present study hypothesized that the participants' attitude towards the advertisements and behavioral intention would be more positive when they were exposed to emotional rather than rational appeals. The results of this study were contrary to the hypotheses proposed by previous studies [40] . The findings indicate that rational appeal is more persuasive than emotional appeal in eliciting a positive attitude towards advertisements and behavioral intention. Drawing upon this result and considering that the awareness of RT among the participants was low, the authors assume that the participants might have had difficulty fully understanding and taking interest in advertising that emphasized an emotional appeal that presented relatively little objective information.
The authors propose that the effect of message framing or message appeal on consumers' attitude towards advertisements and behavioral intention differs depending on their level of involvement, that is, the degree to which consumers find RT personally relevant. First, the interaction effect of message framing and involvement was consistent with the finding of Donovan and Jalleh [57] that positively framed messages are more likely than negatively framed messages to evoke a favorable attitude in a low-involvement group. However, the present study found no significant interaction effect in the high-involvement group. The results revealed that advertising using positive messages that express the hope or benefits that people can obtain by participating in an RT campaign would be more persuasive for people with little interest in RT than for those with high interest. This study's notable result regarding message appeal reveals that advertising using an emotional appeal can evoke a favorable attitude towards the advertisement in the low-involvement group, whereas using a rational appeal had a positive impact on the same factor in the high-involvement group. Hence, people who have more interest in and are concerned about RT tend to be in favor of advertisements that deliver objective and logical facts on RT. The results of the interaction effect between advertising appeal and involvement theoretically support the ELM proposed by Petty, Cacioppo and Goldman [51] and demonstrate that the moderating role of involvement is important for understanding the effect of advertising appeal (rational vs. emotional) on people's attitude towards an advertisement and intention to participate in RT.
Based on the abovementioned results, the authors suggest that advertising using rational appeals would be more persuasive for certain groups, such as travel bloggers and parties interested in RT or other relevant issues. People who have less interest in and are less concerned about RT are more likely to focus on visual elements, such as images or the overall tone of the advertisement, rather than its central elements, such as objective facts. Therefore, the authors assume that advertising using emotional appeals would be more effective for groups that have little interest in RT because it would arouse these people's interest by stimulating their morality or promoting their awareness of social issues. It would be helpful for practitioners to create advertisements containing interesting pictures, authentic storytelling, or other visual details to attract people with little interest in RT. This approach would be even more effective if the messages or images in these advertisements involved the issues or dangers currently faced by tourism so that people could seriously recognize the need for RT.
As a pioneering study on advertising campaigns promoting RT, the current study contributes to the literature on a wide range of sustainable tourism and provides baseline information for future research. Tourism practitioners or related business owners can draw lessons from this study to make persuasive advertisements for RT that better communicate with the public.
However, the study sample was limited to college students, which resulted in limited verification of the difference between advertising effects depending on demographic factors, including occupation, income, and residence. Further research is required to apply intrinsic characteristics other than consumers' involvement, which is used as a moderating variable in this study to explore its impact on the effectiveness of advertising for RT. Moreover, it may be meaningful to empirically investigate the effectiveness of advertising on RT from the perspective of value-oriented differences, which are divided into personal and social value orientations.
